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Transnational business masculinities: Media representations of gender and 
management in global mining corporations 
 
This paper examines Australian media representations of the male managers of two 
global mining corporations, Rio Tinto and BHP Billiton.  These organizations are 
transnational (or multinational) corporations with assets and/or operations across 
national boundaries (Dunning and Lundan, 2008), and indeed their respective Chief 
Executive Officers, Tom Albanese and Marius Kloppers are two of the most 
economically (and arguably politically) powerful in the world overseeing 37 000 and 
39 000 employees internationally. With a 2008 profit of US$15.962 billion and assets 
of US$ 75.889 Billion BHP Billiton is the world's largest mining company. In terms 
of its profits and assets Rio Tinto ranks fourth in the world, but with operations in six 
countries (mainly Canada and Australia) and a 2008 profit of US$10.3 billion it is also 
emblematic of the transnational in that its ‘budget is larger than that of all but a few 
nations’ (Giddens, 2003, p. 62)1.   
Focussing on media representation of these powerful men builds on a 
substantial body of work elucidating the role of the media in (re)producing the 
gendered identities of organizational elites. Lee (2004), for example, employs a 
critical discourse analysis to examine how positive representations of female officials 
in the Hong Kong news press obscure broader gender inequalities particularly around 
the family and workplace. In other work Brandth and Haugen (2000) take as their 
focus the masculine construction of the identity of agricultural political leaders 
through a critique of the farming press. Traits such as aggression, tenacity and 
                                                 
1 We highlight 2008 as this is the year from which we have taken our media texts. As a result of the 
Global Financial Crisis net profits in 2009 were lower. 
strength are naturalised while photographic images highlight the agricultural leaders’ 
connections to other powerful elite men as well as their mastery and understanding of 
the complexities of modern farming and farming politics. Collectively the literature 
on media, gender and organizational elites has demonstrated the discursive power 
media texts have in shaping widely held constructions of reality about men and 
women in management as well as revealed the multiplicity of cultural arenas in which 
hegemonic meanings/masculinities are constructed, performed, legitimated and 
potentially challenged. 
In recent years, elite gendered identities, as Connell (1998; 2000; 2003; 2005) has 
demonstrated, are increasingly performed in new supra-national spaces. One of the 
most important of these new spaces she contends is the transnational or multinational 
corporation. While our analysis privileges such corporations as increasingly common 
and as wielding considerable power, it is not our intention to reify the transnational 
corporation. As Elias and Beazley (2009) point out it is important to keep in mind that 
globalization as a gendered phenomenon is hybrid, complex, and multiple,  and 
cannot be simply equated with the ascendency of transnationals and elite business 
identities.  
 
Gendered identities and globalisation 
There is a wide range of feminist studies focussing on gender and globalisation. 
Illustrative of such work have been investigations of the feminisation of labour in 
multinationals in developing countries embedded in cultural and gender stereotypes 
about women’s apparent passivity, servitude and flexibility (e.g., Theobald, 2002), 
literature detailing the precarious economic and social position of women migrant 
workers in the employment of global conglomerates in first world countries (e.g., Hu-
dehart, 2002) and research exploring women workers’ resistance to economic and 
social marginalisation resulting from the increased dominance of transnational 
corporations (e.g., Lind, 2000). In contrast to the study of women and globalisation, 
and more specifically, the study of women and global corporations there has been 
more limited consideration of what international relations scholars Parpart and 
Zalewski (2008) label ‘the man question’ and multinationals. That is, that is a dearth 
of studies which seek to ‘study masculinity as a social construct’, or how masculinity 
comes to be “made”, so to speak, as a continuing process within the social context’ 
that are global corporations (Kerfoot and Knights, 1993, p. 662).  
Of the contributions that exist on the subject of masculinities and 
transnationals perhaps the earliest was Tomoko Hamada’s (1996) ethnographic case 
study of Takachiho, a Japanese multinational in the United States. In the study 
Hamada (1996) charts the ways in which the norms of Euro-American managerial life 
that are so central to dominant configurations of masculinity are undermined, 
challenged and changed as business is globalised. Such norms include having access 
to a private office and a secretary and demonstrating competition and individualism as 
opposed to sharing an open plan space with workers and exhibiting care and 
collaboration. This suggests, as the author contends, that what is being demanded by 
the transnational organisation is a feminization of the practices and discourses of 
Euro-American male managers.  
In subsequent work, writers such as Wajcman (1999) Reis (2004) Hearn 
(2003;2005;2008), Connell and Wood (2005) and Tienari et al (2005) have continued 
to document men’s dominance in management positions in transnational corporations 
and to critique the gendered discourses and practices of such organizations. The long 
work hours culture, the need for constant travel, and the ability to relocate for 
international assignments are examined along with the broader context of the world of 
globalised business as one of intense pressure, anxiety, ongoing change and 
uncertainty.   
 
Unlike the above research on gender and transnationals which draws principally upon 
interviews, are two rich textual studies undertaken by Kondo (1999) and Hooper 
(2001). Kondo’s (1999) focus for analysis is an advertising campaign for business 
suits designed by the Japanese line ‘Comme Des Garcons’. The advertising images 
and texts promulgate a new version of managerial masculinity which draws upon 
signifiers of masculine identity from the West (e.g., heterosexuality, strength) while 
also privileging those associated with Japan (e.g., the Meiji elegance and spirit). The 
sense of complexity around transnational business masculinity that Kondo’s (1999) 
work highlights is also evident in a media textual analysis by Hooper (1999) who 
carried out a detailed feminist critique of the global business media. In looking at the 
magazine The Economist from 1989 to 1999 the author finds a softening of 
characteristics associated with hegemonic masculinity such as aggression, assertion 
and dominance towards a ‘new man’ construction with notions such as collaboration, 
communication and relaxed informality given prominence. At the same time, she 
witnesses the contradictory emergence of a more aggressive entrepreneurial frontier 
masculinity which combines images and discourses from business, science and 
technology to render ‘globalisation’ a masculine space. In this respect Hooper (1999, 
p. 193) argues that in the pages of The Economist she sees emerging a hegemonic 
masculinity which ‘contains elements of both continuity and change’.  
Contributions such as those by Kondo (1999) and Hooper (2001) have been critical to 
addressing the dearth of literature on gender and multinationals. As hearn (2004, 282) 
has remarked, ‘gendered power relations are usually absent’ from this literature (see 
also, Hearn 1996). This is despite the continued paucity of women in positions of 
leadership in such corporations (Acker 2004). In this article we thus depart from 
mainstream work on transnationals, and engage the media texts to examine the 
gendered discourses which are engaged to constitute the arena of transnational 
business and the identity of transnational business manager.  
 
Methodology  
Following Mautner (2008), we selected a small, relevant and homogenous corpus of 
texts for analysis. The articles are concerned with two transnational corporations– 
BHP Billiton and Rio Tinto.  During 2008, the resource sector in Australia, fuelled 
largely by Chinese demand for resources, was extremely buoyant (‘boom’ conditions) 
and there was widespread rhetoric in the community, media and political commentary 
about opportunities provided by the sector. Importantly in the context of this study, 
the opportunities and jobs that were available were highly masculinized. This unique 
context of a buoyant, highly masculinized sector that was receiving substantial media 
coverage, provided ideal circumstances for a detailed examination of transnational 
gender relations.  
We searched the pages of the major daily Australian newspapers published during 
2008 for articles that discussed the two corporations and their CEOS using media data 
bases and a range of key terms.2 This search revealed numerous news articles and six 
                                                 
2 We relied upon the Factiva an interdisciplinary news, current affairs and research database which 
provides access to nearly 8000 publications, including Australian and international newspapers, 
feature articles. For the purpose of this study, we confined our analysis to the feature 
articles as while the news articles were short items with an emphasis on factually 
reporting current events of the day (e.g. share prices) feature articles were long and 
detailed, included observations and anecdotes about the companies and their CEOs 
from a range of sources, photographs and significant background and contextual 
information. The sample size was therefore small but a discourse analytic approach 
emphasises the importance of the ‘richness of the textual detail, rather than the 
number of texts analysed’ and such richness was found in the feature articles 
(Tonkiss, 1998, p. 253).  
In the analysis our interest was in discourses, and particularly gendered discourses, 
that is those sets of organized, regulated, multiple and historically and socially 
specific statements, beliefs, meanings, practices, values, language and knowledge 
about femininities and masculinities that make subject positions available to people 
(Scott 1988, 35). Identifying discourses of gender in the text involved immersion and 
careful reading followed by coding and the clustering of codes (Rose, 2001). In 
coding we focused on identifying discursive patterns, repetitions and preoccupations 
as well as explicating the discourses that were neglected, contradictory or disparate 
(Alvesson and Deetz, 2000).  
 
The gendered representation of the arena of transnational business  
                                                                                                                                            
newswires, magazines and journal sources. Search terms included the names of the corporations as well 
as the two CEOs as well as broader terms such as ‘mining’ and ‘resource’ 
corporation/company/transnational/multinational. As ‘major’ newspapers we included each of the 
state/territory daily papers as well as the national daily, The Australian.  
 
 
Each of the articles affords particular attention to setting the scene of globalised 
business for the reader. We learn that such a scene is inhabited, not just by business 
people, but by political elites as the mining men are described attending meetings with 
the Secretary of State of the United States, the Prime Minister of Australia and leaders 
of the European Union. Moreover, we learn that there is an hierarchy between these 
political elites and male mining managers for many of the former are highly 
dependent upon the latter either as ‘customers’ (e.g., the Chinese government) or as 
‘revenue raisers’ through taxation and other mining levies (e.g. the Australian 
government).  
The pre-eminence of the mining men, we are told, rests with the sheer size and scope 
of transnational business organisations. As such, authors of the articles reference a 
range of quantifiable indicators which evidence the enormity of the conglomerates 
BHP Billiton and Rio Tinto.  
As BHP Billiton staff in Europe and Africa are arriving and overnight, as Melbourne 
drifts off to sleep, BHP Billiton’s operations in South America are cranking up. In the 
early hours here (Australia) it’s Canada’s turn. By the time Kloppers wakes at 6am, 
there’s a hemisphere worth of emails for his attention. 
The key message in the above quotation, that transnational business never stops, is a 
theme which is highlighted throughout the texts. For example, Albanese talks of 
waking at 5.45 a.m each day, being  picked up at 6.30 a.m. to be taken to his office, 
eating lunch at his desk and working until after 7pm. Further, he is only in London 
(his place of residence) one week in five telling a reporter ‘Three out of five nights 
last week I was sleeping on planes…That’s normal’.  
The environment of global business is not only relentless because of the size and 
scope of the enterprises. It is also relentless because it is an aggressive space where 
winner takes all. This is clearly resonant of the business arena Hooper (1999) saw 
depicted in pages of The Economist which she finds is ruthless, competitive and 
governed by natural selection (see also Connell and Wood, 2005). In the articles this 
dominant characterisation of the milieu of global capital is given particular emphasis 
via discussions of the highly publicised take-over bid of Rio Tinto by BHP.3 The 
unpredictable and gruelling world of global finance is portrayed as involving the 
managerial men in a ‘roller coaster ride’ full of ‘bloody twists and turns’. Figurative 
descriptors go on to position Kloppers and BHP Billiton as hunters, boxers or 
dangerous animals wanting to respectively ‘snare,’ ‘king-punch’ or ‘gobble-up’ Rio 
Tinto demonstrating Collins’ (2005, p. 284) claim that the vocabulary of mergers is 
one that is ‘particularly gendered’. While the bid by BHP Billiton is significant in 
terms of its monetary value a key message in the articles is that it is not isolated or 
irregular for companies or their managers to ‘Eat or be eaten’ as a headline caption to 
a feature on Tom Albanese reads. Indeed, we learn that in another transnational 
managerial position Albanese has already felt the ‘bruising impact of a takeover’ and 
was only ‘one of a handful of employees out of 200’ in senior management who 
survived. Similarly, reports explain that Kloppers has been ‘blooded’ in his previous 
experiences of corporate mergers which have facilitated his ascension within BHP 
Billiton.  
                                                 
3 BHP Billiton launched a formal take over bid for Rio Tinto in February 2008 but pulled out of the bid 
in November 2008. Kloppers announced the bid just one month after being appointed to the position of 
Chief Executive. The bid was rejected by Rio Tinto’s board. Further bids were made and these were 
also publicly rejected. However, BHP Billiton continued to pursue Rio Tinto thus rendering the bid 
‘hostile’.  
While masculinised images of the hostile and ruthless nature of the globalised 
business environment permeate each of the articles it is clearly affirmed in the 
opening paragraphs of the two texts focused specifically on Marius Kloppers. They 
both begin by narrating personal anecdotes about the BHP Billiton Executive: 
Marius Kloppers can watch test cricket for hours on end. He is fascinated by the 
strategies within the game, the teamwork involved, the need to plan around unforseen 
events. In Test cricket, things can go wrong suddenly, or gradually….But what the 
head of BHP Billiton really likes about the game is the decision-making power of the 
captain and the team. Kloppers, is, of course, a captain himself, and one who is 
fighting a drawn-out but technically gripping battle for supremacy.  
It was the early 80s and Marius Koppers was out on foot patrol, an 18-year old 
conscript in South Africa’s war in Angola, when his tracker dog succumbed to heat 
exhaustion.  He remembers picking up the German shepherd, draping him across his 
shoulders and carrying him through the Angolan bush. Fast forward to 2008 and 
BHPBilliton is relying on its new chief executive, 46-year old Kloppers to deliver one 
of the largest and most complex takeovers in corporate history – its $160 billion all-
scrip bid for Rio Tinto. There may be no landmines or enemy fire to contend with but, 
although it is less horrifying, the going is still treacherous. 
Gender and organisational scholars, have, of course, noted the ways in which sporting 
and military metaphors saturate business and management discourse and reported that 
such metaphors are strongly imbued in discourses of hegemonic masculinity (e.g., 
Alvesson and Due Billing, 1997). It is interesting to witness that such figurative 
language infuses descriptions of the global world of business. Kloppers is positioned 
as the archetypal captain and/or soldier of his team/squadron at BHP Billiton dealing 
with a particular version of the external world. Again, this is a world of the unknown 
and the precarious, the volatile and the capricious where ‘chaotic events’ swirl around 
managers.  
There is an addendum, and a somewhat paradoxical addendum to the view of 
transnational business masculinity occurring in a context of antagonism, treachery, 
enmity, contest and rivalry. This is because we also have a view of this world as one 
where men are known to each other, often encounter each other on the world stage 
and sometimes work together. Three of the articles refer to the two men meeting at a 
lunch hosted by the Australian Prime Minister at the Beijing Olympics. Given the 
take-over bid much is made of this encounter but Albanese describes the two men 
greeting each other with ‘a firm handshake’ and engaging in a ‘cordial discussion’. 
Kloppers tells another journalist that while we ‘probably wouldn’t go out for a drink 
together’ there is long-standing ‘respect’ between the men. Indeed, both men 
emphasise that it is not unusual for their paths to cross and that they have a 
‘professional’ relationship which includes a number of ‘joint ventures.’ This sense of 
an exclusive male club amongst the trans-national business male managers is 
furthered when comments are sought on the two male protagonists from former 
executives of BHP Billiton and Rio Tinto as well as executives of other global 
resource companies. This is clearly a group of men who know of and about each 
other, whose work lives intersect as they move out of and into different elite corporate 
positions and as they traverse the globe attending similar high-level meetings and 
conferences.  
 
The gendered representation of the transnational business manager 
The quotations cited above which begin the articles on Kloppers construct a particular 
gendered configuration of the transnational business manager. Kloppers as the 
archetypal captain or sergeant is strong, heroic, skilled, tough, astute and disciplined. 
He is strategic and focused as well as tenacious and courageous. He is, as one of the 
headlines reads, ‘A man of steel’. These capacities are written on Kloppers’ 
managerial body as attention is given to his height and physicality, not just as a 
soldier, but as a rugby player for South Africa. He is, as one of the feature headlines 
reads: ‘The Big South African’.  This epithet resonates also as embodiment of the 
transnational origins of BHP Billiton, formed as it is from a 2001 merger between 
BHP—nick-named widely in Australia and beyond as the “Big Australian”—and the 
United Kingdom’s Billiton, which had a Dutch and South African background 
Given that he is a manager of a global corporation and in fact has moved 
internationally eleven times in his working life it is significant that the articles afford 
so much attention to Kloppers’ country of birth. Indeed, the images which accompany 
the texts about Kloppers emphasize that this is a man who inhabits a global world. We 
see him standing against an office wall, sipping coffee in a restaurant and sitting in the 
foyer of a building. What is naturalised in such images is that Kloppers occupies a 
global space – ubiquitous office walls, contemporary cafes and building foyers- rather 
than any recognizably national space. At the same time, the written words seek to 
anchor him to South Africa. In doing so the authors draw upon a range of 
stereotypical characteristics and traits associated with dominant notions of the nation 
which are explicitly gendered (Hogan 1999). A similar process marks descriptions of 
Kloppers’ nemesis, the United States born Albanese and United States born Chip 
Goodyear who preceded Kloppers as BHP Billiton CEO. Repeated racial labelling 
occurs as Kloppers is positioned as inherently more callous and calculating than his 
American counterparts as the following demonstrates: 
During this tenure, Kloppers’ predecessor Chip Goodyear also approached Rio about 
a friendly merger but, once rebuffed, the gentlemanly American was not prepared to 
go hostile. Kloppers manifests no such reservations.  
While the quotation above appears to commend the ‘gentlemanly’ traits and style of 
Goodyear in comparison with the traits and style of Kloppers, there is also a sense that 
it is the current manager who most suits the contemporary environment. That is, the 
days of the ‘gentlemanly’ manager are over and it is time for Kloppers with his 
constantly referenced relative youth (he was 46 years old at the time) and his more 
ruthless approach to management.  
Albanese inhabits a very different body from Kloppers, and potentially, a body that 
might be seen as inappropriate for a transnational business manager as the following 
indicates: 
Compact and bespectacled, Albanese gives a pensive look. Born on America’s east 
Coast, trained in mineral economics at Alaska University, he still speaks with a New 
Jersey drawl and has an informal, boyish manner which many take for niceness. In a 
battle of the mining titans that might be misread as weakness. Beneath, however, 
there is single minded-drive.  
Albanese is physically small and crafts a corporeal self which is relaxed and familiar. 
He also wears glasses, signifying in this context intellectualism. Clearly, for the 
reporter these bodily characteristics do not readily conform to what is expected of the 
‘true’ corporate global manager. They may by misinterpreted, as the writer explains, 
as ‘weakness’. Ultimately, however, Albanese’s body is acceptable because he 
displays other characteristics central to dominant notions of the managerial man. He is 
not only ‘single-minded’ but is also technically brilliant, self-disciplined, focused, 
rational, controlled and ambitious thus reproducing key characteristics of the 
archetypal male manager (Kerfoot, 2002). In a similar respect, despite his sporting 
and military past, Kloppers’ also has a potential deficiency for a global corporate 
manager – he is an intellectual. We are told that he has a doctorate, reads 
prodigiously, lines his office walls with books, enjoys avante guarde cinema and 
speaks five languages. This is always tempered however. For example, in one article 
the writer assures us that while the BHP Billiton CEO won a Fullbright Scholarship 
‘ultimately Kloppers prefers action’ while another cites a former managerial colleague 
who stresses that while ‘obviously a clever man’ Kloppers is also a strategist and 
realist. In these ways intellectualism is both confirmed as potentially limiting and the 
same time diffused or avoided.  
The hyper-masculinised constitution of the transnational business manager described 
above is reinforced in the texts as mention is made of both men’s engineering 
backgrounds. As numerous academic commentators have asserted, engineering is an 
occupational identity that finds clear resonances in discourses of hegemonic 
masculinity with its emphasis on control, persistence, technical proficiency, analytical 
capabilities, rationality and control (Kvande, 1999; Miller, 2004). Thus, giving 
emphasis to Kloppers’ and Albanese’s engineering qualifications and experience 
situates them in broader masculinised discursive frames or as Cockburn (1985, p. 57) 
astutely observed as ‘everything that is defined as manly’.   
This is not to suggest however, that transnational business masculinity as it is 
encapsulated in the profiles of the two mining managers can be unilaterally associated 
with traditional discourses of managerial masculinity. As other writers charting the 
emergence of transnational business masculinity have also found, the media 
representations of Kloppers and Albanese demonstrate some contestation and 
ambiguity around discourses of management and masculinity (Kondo, 1999; Hamada, 
1996;Hooper, 2001; Connell and Wood, 2005). The articles about Kloppers, for 
example, all record that he is a vegetarian signifying that his is something unusual and 
noteworthy. As a vegetarian he can be associated with what have traditionally been 
seen as feminine concerns such as the protection and care of animals and the 
environment and/or personal weight and well-being.  These would, in the past, have 
been seen as outside the purview of the managerial man.  Despite these connotations, 
Kloppers’ vegetarianism is simply noted rather than questioned or evaluated.   
The articles also give emphasis to the men’s roles as fathers; that is, for Albanese as a 
father of two teenagers and for Kloppers as a father of three school-aged children. 
This is despite their gruelling schedule. For Kloppers, family is ‘the most important’ 
and ‘first thing’ in his life yet he explains waking between midnight and 4am to 
communicate with overseas operations and travelling away from home for at least half 
the year. He speaks of bike riding with this family, eating out together and enjoying 
cricket with his son. In asserting such a stance Kloppers situates himself in widely 
circulating contemporary discourses of fathering which emphasise devotion, 
connection, affect and intimacy (Lupton and Barclay, 1997, p. 143).   
Albanese also takes up a conventionally feminised script in the texts, but in his case 
this is in relation to the environment. However, for the Rio Tinto CEO the discourse 
of environmental care is intricately connected to the share price for he explains that he 
is motivated by skill shortages and the need to attract professionals to the resources 
sector. An equivalent commitment to hard economic outcomes appears to inform 
Albanese’s promulgation of another more feminised discourse relating to 
communication which he suggests is ‘the key to everything’. The Rio Tinto CEO 
espouses the need for building ‘learning organisations,’ encouraging ‘retention 
through motivation’ and fostering ‘business literacy’ across the company. Again, he 
makes an explicit connection between these types of managerial imperatives and ‘the 
bottom line’. 
While the reports about Albanese clearly situate his management style within a 
discourse of inclusion and communication, this is not the case with Kloppers as a 
range of anecdotes which appear throughout the text attest. In stark contrast to 
Albanese’s rhetoric about communication is a range of descriptors of Kloppers as 
verbally tough, intolerant, aggressive and volatile with staff. One of the journalists 
raises this reputation with Kloppers who replies, ‘There are always things that you’ve 
got to work on.’ When questioned about Kloppers along comparable lines, the 
Chairman of the Board of BHP Billiton, Don Argus, says: 
(We) have good conversations about strengths and weaknesses and where we can get 
better…There are a lot of people in the business world who are great in the helicopter 
but not too courageous when it gets down to executing a strategy. And there are not 
too many people who can do both. 
Argus’ comments reaffirm the masculine association between war/the military and the 
world of global business/the transnational manager. They also signal that, while 
Kloppers’ authoritarianism is out-of-step with current management trends, he works 
with his Chairman to engage other discourses of modern management relating to 
reflexivity and self-learning. What is further implicit in Argus’ comments is that 
‘interpersonal skills’, that is, the (traditionally feminised) ‘helicopter work’ can be 
acquired but the potentially more important characteristic of a transnational manager, 
that is the need for courage cannot be so easily obtained. Argus’ centrality in the 
articles about Kloppers is significant. He is well known to Australians as a former 
head of one of the nation’s largest banks and for his high profile position on other 
corporate boards. In the texts he is presented as the elder statesmen and senior 
patriarch, supervising and monitoring the younger and less experienced Kloppers but 
ultimately giving him his approval. In this very contemporary organisation we thus 
find an echo of paternalistic managerial masculinity which is largely seen today as 
antiquated and archaic (Kerfoot and Knights, 1996; Whitehead, 1999). 
The final set of gendered discourses which are engaged to constitute the transnational 
manager revolve around work and family. As discussed, the arena of transnational 
business requires significant commitment but both men emphasise family and thus 
explain how they ‘juggle’ both. Kloppers states: 
I adhere to the same principles in my private life as in my business life…I keep it 
fairly simple. I don’t have a lot of things: I try and keep the number of issues that have 
to be managed to a reasonable level…To have the private pieces fit in to what is 
pretty much a 24-hour thing, you have to be able to do that. 
This is a particularly fascinating description of family life and what is, for many, the 
challenge of balancing work and family. For Kloppers, family life is easily contained 
and controlled through his own sound management. It is also an individual issue that 
he has solved. Like the men interviewed by Reis (2004) he fails to recognise the 
unpaid (and paid) labour which may occur in his absence to assist him in keeping his 
family life ‘simple’ and consequently able to balance career and home.     
Conclusion 
In this paper we have acted upon Connell’s (2000, p. 52) advice that ‘clues’ to the 
nature of transnational business masculinities may be gained from documentary 
sources such as business journalism. In particular, we have engaged six media reports 
of two transnational business managers, Marius Kloppers CEO of BHP Billiton and 
Tom Albanese CEO of Rio Tinto to gain insight into the discourses which constitute 
the environment of global business and those managerial men who inhabit this 
environment. The analysis began by reporting that global managers operate in a 
Darwinian world marked by brutality and viciousness. It is also a context that is 
unruly and dynamic where respite and reprieve are never options. When a business is 
global it never ceases and is always vulnerable to assault or attack through the 
vagaries of the market as may occur through a merger or take-over.  
While there are clear parallels between the representation of global business in the 
texts we examined with the findings of Hooper (1999) our analysis also revealed a 
distinctly different dimension to constructions of global business than has been 
reported in previous studies. That is, despite its scope and scale the global business 
world involves a cast of characters who, at the most elite level, know of and about 
each other and often work together. Further, despite its ferocity the operations of the 
global business environment require senior patriarchs to groom and approve new male 
managerial incumbents. There is consequently a sense of old style paternalism with its 
hints of an exclusive male club and fatherly figures overseeing new generations 
present in the textual representations of global business (Collinson and Hearn,1994, 
p.14).  
In seeking to understand the gendered construction of the transnational business 
manager further intricacies emerged as we identified the way in which more 
conventionally feminised discourses also circulate around Kloppers and Albanese. 
Most notably, Kloppers is a vegetarian. Importantly, studies of ‘new’ generations of 
male managers have suggested that this group is increasingly preoccupied with their 
bodily appearance, fitness and health (e.g., McDowell, 1997; Longhurst, 2001). It 
may be that such men may also be changing to become more conscious of 
environmental and animal ethics. At the same time, Albanese’s engagement with 
discourses of environmentalism and communication provide evidence that deviations 
from normatively masculine discourses of management are not necessarily cause for 
celebration in and of themselves for like other male managers the Rio Tinto CEO 
appropriates a different nomenclature for purely instrumental purposes (Metcalfe and 
Linstead, 2003). 
Similar discursive tensions emerged in our analysis when we turned our attention to 
exploring the gendered discourses engaged to constitute the identity ‘transnational 
business manager’. We noted the ways in which Kloppers and Albanese are presented 
as constant travellers on a global stage, overseeing the financial concerns of 
companies that spread across continents and moving their families from country to 
country to take up new positions. Ignored throughout is the work of their female 
partners that allows this to happen. Though the emphasis rests on the men as global 
corporate citizens their national identities are also highlighted. What we see therefore 
is that there is some complexity in constituting the repertoire of the transnational 
business manager as both ‘nowhere/anywhere’ and ‘tied to nation.’  This resonates 
with Clausen’s (2004, 26) claim that, despite globalisation the nation state retains 
considerable currency in media representations which often are involved in a process 
of ‘domestication’ in reporting on events and people (see also Fernandes 2000).   Thus 
BHP Billilton and Rio Tinto operate as transnational corporations in a globalised 
world, the national identities of their CEOs remain important to the writers, and by 
extension their (business) readers. Thus, the scripts of managerial masculinity that are 
attached to Kloppers and Albanese are infused in the texts by masculine discourses of 
nationality. Both men are presented as rational, strong and disciplined: Kloppers’ 
national heritage sees him described as callous, controlling and cold while Albanese’s 
American background is explicitly linked to his characterisation as amicable, open 
and accessible. In this respect our study furthers Kondo’s (1999) observations that 
discourses of gender intersect with discourses of nationality in shaping multinationals 
and the identities of multinational managers and suggests that nationality/nation may 
need to be further interrogated in studies of men, masculinities and transnationals.   
Through a focus on transnational managers and management this paper provides 
evidence of Kimmel’s (2003, p. 603) contention that ‘globalisation changes 
masculinities.’ The changes it evinces, however, are not necessarily straight-forward 
or clear-cut. In the media texts what have been seen as traditional and, at times, even 
antiquated notions of masculinity such as paternalism and authoritarianism intertwine 
with what may be described as more contemporary manifestations of managerial 
masculinity such as care for the body, environmental ethics and communication 
Meanwhile, discourses suggesting the global male manager operates untethered to a 
national identity are interrupted by discourses which seek to locate him with/of a 
nation. Further, while the transnational business managers draw on a discursive 
repertoire of family and fatherhood as critical they describe a relentless work and 
travel schedule.  Given that, in scale and scope BHP Billiton is significantly ‘greater’ 
than Rio Tinto one might expect hierarchised tensions around the varying 
management styles, practices and personal characteristics and preferences attributed 
to Kloppers and Albanese. Kloppers’ height, his military and sporting backgrounds 
and involvement as a father are certainly privileged in story-telling about the leaders 
and may therefore be seen as an implicit benchmark. Concurrently, Kloppers’ 
authoritarian style and limited communication skills are in tension with contemporary 
discourses of team-based management, transformational leadership, and democratic 
decision-making. Retaining a focus on the above complexities of media 
configurations of masculinities in the world of global finance and its managers may 
open up sites of struggle, resistance and ultimately change.  
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